When the customers focus on the positive aspects of a company, and they love its brand, they usually express about that by using the positive words of mouth communication, and this lead them to make purchase decision toward the products and services of the company. Brand love is a recent marketing construct, which has been shown to influence important marketing variables such as word-of-mouth and purchase decision making. This study aims to explore the variables effects, for example, (brand image and brand identification) on brand love and to illustrate the impact of brand love on purchase decision making when word of mouth is mediating. This is a theoretical study tries to develop a conceptual framework. Furthermore, this framework shows that brand image and brand identification are the antecedents of the study, brand love is the independent variable, WOM is the mediating variable and purchase decision making is the dependent variable of this study.
Literature Review
For businesses that are offering products and services to the public, the customers are considered as one of the most important factors to be attended very carefully, since their wants and desires would have significant impacts on the way the businesses are run. Brand image, brand identification, brand love, as consequence of consumer's word of mouth and his/her purchase decision making are the main issues in this study which have a strong relation with the retention of customer as a key success factor in today"s business world. These issues are discussed in details to allay concepts of these concerns here.
Brand Image
Brand image has been recognized as an important concept in marketing and consumer behavior research (Hee, 2009) . The customer deals every day with different types of products and services, so, brand image that is primarily responsible for brand differentiation (Morgan, 2004) . The companies compete to give good idea about their products and services to build a positive image about their brand in costumer's mind. So, good perception of product and service quality would drive the costumer to form a positive brand image, (Tan et al., 2012) .
There is stream of literature that regards brand image as being directly related to the product category within which the brand is marketed (Martinez et al., 2004) . Brand management scholars (e.g. Aaker, 1996; Kapferer, 1997) have argued that brand image is an essential part of powerful brands which enable brands to differentiate their products from their competitors. Brand image is made up of brand association, it is a set of perceptions about a brand as reflected by the brand associations held in the consumers" memory (Koubaa, 2008) . Aaker (1991) defines brand associations as "the category of brand"s assets and liabilities that include anything "linked" in memory to a brand." Associations are informational nodes linked to the brand node in memory that contains the meaning of the brand for consumers (Keller et al., 1998 , cited in Koubaa, 2008 . Keller (1993) goes on to explain that there are three important aspects of image: favorability, strength and uniqueness of brand associations. Moreover, the associations may be formed in one of the following categories: attributes of the product, benefits achieved from the product or attitudes towards the brand. The aim of every firm is to create favorable and positive associations about the brand which results in a positive image of the brand (Keller, 1993) . Brand image is defined by Keller (1993, p. 3) as "the perceptions about a brand as reflected by the brand associations held in consumer memory". In other words brand image is what comes to the mind of the consumer when a brand name is mentioned. Basically, brand image describes the consumer"s thoughts and feelings towards the brand (Roy & Banerjee, 2007) . Dobni and Zinkhan (1990) argued that the product image is the result of the interaction between the receiver and the product stimuli. Factors contributing to the development of brand image are: product attributes, the firm, the marketing mix, the individual perceptions of the brand, personal values, experience, type of brand users and context variables. Sources of image formation could be either through direct experience with the brand or brand communication (Dobni & Zinkhan, 1990) . Kuenzel et al., (2010) mentioned that the concept of brand identification is built on social identity theory, which has been employed widely in other disciplines. Identification based on social identity theory is in essence a perception of oneness with a group of persons. Brands possess deep meaning (Albert et al., 2013 ) and serve to build consumers" self-concept or identities. Brewer (1991) Informed that brand identification has been emphasized that identification fulfils the need for social identity and self -identification. Using the identification concept in a brand-customer context can be justified in terms of the social identity theory itself, where identification with an organization can also happen without a need to interact or have formal ties with an organization. Consumers with stronger brand identification are more prone to engage in pro-brand activities, such as supporting the company goals, protecting its reputation, supporting its products and brand loyalty (Bhattacharya & Sen, 2003) .
Brand Identification
Brand identification is defined as "the extent to which the consumer sees his or her own self-image as overlapping the brand"s image (e.g. Sternberg et al., 1987; Bagozzi et al., 2006) . Brand identification is also known as self-image congruence Sirgy M. J. et al., (1997) and self-connection. Although a number of previous studies (e.g. Algesheimer et al., 2005; Brown et al., 2005) have investigated the role of brand identification, none has investigated the relationship between brand identification and brand love. Bergkvist et al., (2009) informed that brand identification influences consumer's brand love, and they considered that brand identification as antecedents of brand love. Bergkvist et al., (2009) cited from (Ahuvia et al., 2006 ) that loved objects are central to people"s identity. The informants in his study use objects they love to boost their identity and reconcile conflicting identities. Although Ahuvia does not explicitly discuss causality or causal order, his study suggests that a consumer is more likely to love a brand, the stronger, he or she identifies with. For example, Ahuvia reports how one of his informants requires a "deep connection with what she sees as her desired identity as a culturally sophisticated www.ccsenet.org/ibr International Business Research Vol. 7, No. 10; bohemian" for her to love a product.
Brand Love
Since it was introduced by Shimp and Madden (1988) , brand love has been a topic of great interest for brand managers. Customers can view a brand as an individual, so they can love a brand as they love a person (Ranjbarian et al., 2013) . On the basis of Sternberg"s (1986) tripartite conceptualization of interpersonal love, Shimp and Madden (1988) conceptualized consumer-brand relationship along three dimensions: liking, yearning and decision/commitment, which correspond to Sternberg"s (1986) intimacy, passion and decision/commitment components of inter-personal love. Liking and yearning represent the feelings of intimacy with and passion for a brand, respectively. Similarly, on a cognitive level, decision refers to the individuals recognition of the liking and yearning for the brand in the short-term; whereas commitment is reflected in purchasing the same brand repeatedly over time.
Today companies have recognized that feeling of love toward a brand is a vital factor in establishing a good relationship with a customer, those brands which can make customers love their brands are more successful in gaining sustainable advantage and beating their competitors (Roberts, 2006) . Marketing researchers have investigated the concept of brand love (Ahuvia, 2005; Fournier, 1998) . Fournier (1998) answers the question of whether consumers can experience a feeling of love toward a brand, she established that such a feeling may exist and consumers may develop strong relationships with brands. Carroll and Ahuvia (2006) have stated that brand love is a blend of emotion and passion of an individual for a brand, in addition, they defined love for a brand as "the degree of passionate emotional attachment that a person has for a particular trade name." Consumers" love includes the following characteristics: "(1) passion for a brand, (2) brand attachment, (3) (2009) mentioned that brand love and interpersonal love differ in that brand love is unidirectional, whereas interpersonal love is bi-directional 2 and that consumers are not expected to yearn for sexual intimacy with brands, a feeling generally associated with passionate interpersonal love. Moreover, love is generally regarded as qualitatively different from liking, that is, love is not extreme liking but rather a construct that is different from, but related to, liking (Sternberg, 1987) . Bergkvist et al. (2009) informed that brand love is important in a marketing context because it is positively related to brand loyalty and WOM.
Word of Mouth
Word-of-mouth means the measure of consumers" major informal communication. In early times, word-of-mouth meant at least two consumers, without commercial intention, communicating face-to-face regarding brands, products, or services. Communication is critical in customers" consumption and the process is called word-of-mouth (Ting & Chen, 2005) . Word-of-mouth (WOM) communication usually invites thoughts on others. Some people engage in WOM communication to seek other people"s opinions on products or companies. Other people first consider the characteristics of potential WOM message receivers and then deliver WOM messages to the relevant receiver (Allsop, Bassett & Hoskins, 2007) Word of mouth is gaining importance among the societal changes observed in the environment and has become one of the most important and effective communication channel. Harrison-Walker (2001) defined WOM as "informal, person-to-person communication between a perceived non-commercial communicator and a receiver regarding a brand, a product, an organization or a service. The basic idea behind WOM is that information about products, services, stores, companies and so on can spread from one consumer to another. In its broadest sense, WOM communication includes any information about a target object (e.g. company, brand) transferred from one individual to another either in person or via some communication medium (Brown et al., 2005) . WOM is described as the process that allows consumers to share information and opinions that direct buyers toward and away from specific products, brands and services (Hawkins et al., 2004) . There is recent focus on WOM in the literature on relationship marketing as a potential response that can emerge from efforts directed at forming relationships with consumers (e.g. Verhoef et al., 2002) .
Lo (2012) Vol. 7, No. 10; for the product, whereas the negative word of mouth does the reverse. The overall effect of the word of mouth is dependent on two factors. The total number of people being exposed to positive word of mouth or negative word of mouth helps in judging the final influence.
Purchase Decision Making
Decision making is painful (Pfister, 2003) . It requires effortful processing of available information to reach a suitable judgment. Thus, consumers may rely on inferences to make a choice. Huber and McCann (1982) have shown that inferences can affect how people evaluate products. Family members play an important role in the purchase decision process, and this process is taken collectively or individually. The importance of the family as a unit of analysis in consumer purchase decision-making is well established (Xia et al., 2006) . The family as a critical purchase and consumption decision-making unit has attracted the attention of several authors (Commuri & Gentry, 2000; Levy & Lee, 2004; Ndubisi & Koo, 2006) . There are many previous studies that illustrated the purchase decision making from the viewpoint of the family e.g. (Xia et al., 2006) , while the others focused on the subject from the viewpoint of the couple (Frikha, 2010) . But the issue of purchase decision-making remains renewed because it happens on daily, in all the time and everywhere. Although children will have an influence in certain unique product categories (e.g. breakfast cereals), their impact on day-to-day family decision making is limited (Spiro, 1983) . Therefore, the fundamental question of who makes what purchase decisions in the family generally resides with the husband and the wife (Howard, 1989) . Who makes the decision to buy it in the family is a matter of difference depends on the consumer culture and this is different from the country to another (Tony et al., 1997) . So, we can define purchase decision making as process by which (1) consumers identify their needs, (2) collect information, (3) evaluate alternatives, and (4) make the purchase decision. These actions are determined by psychological and economical factors, and are influenced by environmental factors such as cultural, group, and social values (Xia et al., 2006) .
The Relationship between Brand Image, Brand Identification and Brand Love
Previous studies considered brand image and brand identification as antecedents to brand love e.g. (Bergkvist et al., 2009; Ismail et al., 2012) . In terms of brand image and brand love, there is strong relationship between brand image and brand love, for example, (Aaker, 1997; Fournier, 1998; Ismail et al., 2012) found positive and significant effect of brand image on brand love. In terms of brand identification and brand love, also, previous studies found there is strong relationship between brand identification and brand love, for example, (Bergkvist et al., 2009; Kressman et al., 2006; Albert et al., 2013) found that brand identification had positive effect on brand love.
According to what mentioned above, the study hypothesizes that both brand image and brand identification have positive effect on brand love.
The Relationship between Brand Love and WOM
If consumers feel they love the brand that in turn may translate into a desire of the recommend it to friends and relatives. So, many people use their word of mouth to inform others about products or services positively or negatively. With respect to this topic, many previous studies found there is strong relationship between brand love and costumer's word of mouth, e.g. (Ahuvia et al., 2006; Elaine et al., 2014; Ismail et al., 2012; Mark et al., 2014) found that brand love is positively related to consumer's word of mouth. According to what mentioned above, the study hypothesizes that brand love has strong positive effect on consumer's word of mouth.
The Relationship between WOM and Purchase Decision Making
It has been accepted in the present market scenario that word of mouth has become a powerful strategy for the marketing professionals. It has been found that the word of mouth has a significant role to play in influencing the customers to purchase a product; it has been found that often organizations induce their views in the word of mouth, (Villanueva et al., 2008) . Lo (2012) found that word of mouth has a huge significance in influencing the purchase making decision of a consumer. Wang, X., (2011) informed that word of mouth has strong effect on consumer purchase decision making. In addition, (Trusov et al., 2009 ) referred that word of mouth has positive effect on consumer's purchase decision making, in addition, Dongsuk, (2007) found that word of mouth had positive effect on consumer's purchase decision. Even studies that have looked at the impact of e-WOM on customer purchase decision making and which is consider very closed to our study e.g. (Christodoulides et al., 2010; Huang et al., 2009; O"Reilly et al., 2011) explored that e-WOM has positive effect on costumer purchase decision making. According to what mentioned above, the study hypothesizes that: costumer' word of mouth has positive impact on his/her purchase decision making.
The Proposed Conceptual Framework
The conceptual framework below is proposed to ensure that brand image and brand identification are as www.ccsenet.org/ibr
International Business Research Vol. 7, No. 10; antecedents of the independent variable which is namely brand love e.g. (Bergkvist, et al., 2009; Ismail, et al., 2012) . Brand love impacts on dependent variable which is called consumer's purchase decision making when WOM is mediating. Figure 1 . Conceptual framework of the study
Conclusion
This study aims to determine a conceptual framework, create consumer's purchase decision making by build consumer's brand love and to illustrate the role of mediating variable which is namely consumer's word of mouth. If the study were applied in practice in the future by one of the researchers, the results will inform the company mangers how to use the antecedents variables e.g. (brand image and brand identification) well, to explore their effects on brand love, and to illustrate which one has the strong effect on brand love. In addition, the study will give the researchers idea about the mediating role of WOM between brand love and consumer's purchase decision making whether partial or full mediating.
